In the recent years, sales promotions have gained the reputation more of a strategic weapon in the armory of marketers than a mere promotional tool. The growing desire among consumer groups for increased value in the products they buy is addressed with various sales promotion offers. In Consumer durable industry, the promotions are mainly revolving around the occasion based promotional strategies during festivals. Almost every retail shop and manufactures in consumer durable segment is offering different types of sales promotional schemes to attract customers during festival seasons. Although each type of consumer-oriented sales promotion has particular benefits and effects on consumer behavior, there is no empirical evidence on how customers groups respond to different sales promotions during festivals. Generalizations about the shopping tendencies and preferences of different age, ethnic and lifestyle groups can be found in the popular press and in marketing text books, with broad strategy implications for effective market segmentation, but without specific segmentation guidelines in the use of particular sales promotions with particular target segments. In this paper, an attempt has been made to investigate the varying reactions and attitudes of different demographic segments to the various sales promotion techniques being used increasingly by marketers during festival seasons The study also reveals that the sales promotion schemes have a positive influence among the customers and most of the customers would wait till festivals for the purchase of a consumer durable product. The study reveals more light on the questions so as to gain a better understanding of the phenomenon of consumer decision making during festival season on consumer durable segment.
Introduction
In the recent years, sales promotions have gained the reputation more of a strategic weapon in the armory of marketers than a mere promotional tool. The statistics of various marketing companies' promotion expenditure reflects the unprecedented growth of sales promotion in recent years. In the past, the ratio of advertising to 8;9 sales promotions used to be 60:40 but the ratio is now completely turned on its head and reads 25:75 (Belch and Belch 2004) 1 . There are a few reasons advanced for this dramatic shift. The desire on the part of many organizations for a quick bolstering of sales is the paramount among these. The growing desire among consumer groups for increased value in the products they buy is addressed with various sales promotion offers. In today's value-conscious environment, marketers must stress the overall value of their products (Blackwell, Miniard and Engel 2001) . In India, sales promotion expenditure by various marketing companies is estimated to be thousands of crore and the emphasis on sales promotion activities by the Indian industry has increased by 500% to 600% during the last 3 to 5 years.
In the year 2004, there were as many as 2,050 promotional schemes in the Rs 80,000 crore, fast moving consumer goods (FMCG) Industry (Dang et al., 2005) .
In Consumer durable industry, the promotions are mainly revolving around the occasion based promotional strategies during festivals. An article written by Writankar Mukherjee in Economic Times (2012) 
Sales promotion and consumer behavior
Schultz (1998) says that, sales promotion generally works on a direct behavioral basis rather than effecting awareness or attitude. Also, promotions induce consumers to buy more and consume faster (Ailawadi and Neslin, 1998) .
Consumer behavior focuses on how consumers decide what to buy, why to buy, when to buy, where to buy and how often they buy, how frequently they use it, "how they evaluate it after the purchase and the impact of such evaluations on 8;:
future purchases, and how they dispose it off" (Schiffman and Kanuk, 2004) .
Objectives of the Study
Every consumer durable retailers and manufacturers wants to attract more customers during festival seasons through a variety of marketing activities like sales promotion. Almost every consumer durable retail shop is offering some sales promotional schemes during the festival season. Majority of the consumer durable manufacturers and retailers are aiming to cash-in on the celebratory mood of the consumers. Although each type of consumer-oriented sales promotion has its own impacts and effects on consumer behavior, there is no empirical evidence on how different demographic groups respond to different sales promotion tactics.
Generalizations about the shopping tendencies and preferences of different age, ethnic and lifestyle groups can be found in the popular press and in marketing textbooks, with broad strategy implications for effective market segmentation, but without specific segmentation guidelines in the use of particular sales promotions with particular target segments.
Some of the specific questions that arise here include the following:
• To understand Demographic impact on Customer preference of various sales promotion schemes during festival seasons.
Through this study, our endeavor is to throw more light on the above questions so as to gain a better understanding of the phenomenon of consumer decision making during festival season on consumer durable segment. We believe the answers for 8;;
these questions would be important both from a managerial as well as theoretical perspective.
Review of Literature
Companies need to realize that their customers are not only different from each other, but are also different from themselves at different times. People have different needs when they are at work and when they are at home or socializing.
They act differently during holiday seasons and at regular days. National as well as 
8;<
Promotions include price reductions, coupons, samples, games and sweepstakes.
Promotions significantly increase sales and that advertised promotions increase store traffic (Blattberg, Briesch and Fox, 1995) . Also, promotions induce consumers to buy more and consume faster (Ailawadi and Neslin, 1998) strategic marketing framework to add extra value to a product or service over and above the "normal" offering in order to achieve specific sales and marketing objectives. This extra value may be a short-term tactical nature or it may be part of a longer-term franchise-building program.' This Study strives to understand the impact of sales promotions on consumer's behavior during festival season and how important they are.
Methodology
Primary data are collected from retailers and their customers based upon snow ball sampling stages.A snowball sample is a non-probability sampling technique that is appropriate to use in research when the members of a population are difficult to locate. A snowball sample is one in which the researcher collects data on the few members of the target population he or she can locate, then asks those individuals to provide information needed to locate other members of that population whom Table 1 This study attempts to explore the demographic impact of sales promotion on buyer behavior during festival season. The objectively collected data has been suitably classified and arranged in tables. The ratio's and percentages are calculated where ever it is appropriate. In the case of the ranking questions we 
Pearson Chi-Square 6.842 2 .033
Significant
The Chi square analysis shows that a significant relationship was found between age and amount of purchase due to the sales promotion schemes of consumer durable goods during festivals, and thus rejecting the null hypothesis. The Pearson
Chi-Square coefficient found to be 0.033, which shows a significant relation at 95% confidence level.
b. Gender and amount of purchase due to the sales promotion schemes during festivals amount of purchase due to the 8;?
amount of purchase due to the 
Not significant
As test showed that the Pearson Chi-Square Coefficient is 0.447, which is insignificant at 95 percent level of confidence. Thus we are unable to reject the null hypothesis and came to the conclusion that gender has no significant " )" #"
c. Occupation and amount of purchase due to the sales promotion schemes during festivals As test showed that the Pearson Chi-Square Coefficient is 0.407, which is insignificant at 95 percent level of confidence. Thus unable to reject the null hypothesis and came to the conclusion that occupation has no significant " )" 
amount of purchase due to the amount of purchase due to the
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Not significant
The Chi square analysis shows there is no significant relationship between age and customer behavior of waiting till festival season for sales promotion schemes to purchase consumer durable, and thus accepting the null hypothesis. The Pearson Chi-Square coefficient found to be 0.999, which shows there is no significant relation at 95% confidence level.
B. Gender and customer behavior of waiting till festival season for sales promotion schemes customer behavior of waiting till festival season for sales promotion schemes.
customer behavior of waiting till festival season for sales promotion schemes. 
Not significant
As test showed that the Pearson Chi-Square Coefficient is 0.759, which is insignificant at 95 percent level of confidence. Thus unable to reject the null hypothesis and came to the conclusion that gender has no significant " )" #" 
Significant
The Chi square analysis shows that a significant relationship was found between occupation and customer behavior of waiting till festival season for sales promotion schemes for buying #"')!& )& ##' and thus rejecting the null hypothesis. The Pearson Chi-Square coefficient found to be 0.015, which shows a significant relation at 95% confidence level.
III) Demographic impact on Customer preference of various sales promotion schemes during festival seasons
In order to have a deeper understanding about the influence of demographic factors on customer inclinations towards different types of sales promotion schemes, three demographic factors, viz age, income and gender, have been considered and performed a cross tabulation.
8<8

a. Age
Consumer tastes, preferences, wants and abilities change with the age. Therefore, age is an important variable which can influence the buying decisions of the customer. This study attempts to find out the influence of customer age on the preference of different sales promotion schemes. The cross tabulation ( Table 9) below shows that customers from all age groups prefer direct price discounts as the most accepted sales promotion tool. Free gifts are second most preferred sales promotion tool during festival seasons among the age groups of 26-45, 46-60 and above 60. And the third most preferred sales promotion tool among age group of 26-45 and the choice of customers above 60 is product warranty. However it is exchange offer for the customers of the age group of 46-60. It is clear that the most accepted sales promotion tool is direct price discounts, but the second and third preferences vary between different age groups. 
b. Income
Income determines the ability of consumers to participate in the market exchange and hence it is a basic demographic variable. This study attempts to find out the influence of customer income on the preference of different sales promotion schemes. The cross tabulation (Table 10 ) below shows that customers from all income groups also prefer direct price discounts as the most accepted sales promotion tool. Free gifts are second most preferred sales promotion tool during festival seasons among the groups of income less than Rs, 10000/-and income between 10000 and 25000 per month. But it is the exchange offer preferred by the group with income more than 25000 as their second choice. The third most preferred sales promotion tool among the income groups with less than 10000 and between 10000 to 25000 are product warranties.
c. Gender
Men and women tend to have different attitudinal and behavioral orientations, based partly on genetic makeup and partly on socialization. Shopping behavior of men and women also vary (Philip Kotler, Keller, Koshy and Jha, (2007) . This study attempts to find out the influence of gender of customer on the preference of different sales promotion schemes. The cross tabulation (Table 11) 8<:
above shows that both male and female customers prefer direct price discounts as the most accepted sales promotion tool. However female customers prefer combo offers as their second most preferred sales promotion item during festivals. Male customers prefer free gifts as their second most preferred sales promotion item during festivals. Both male and female customers accepted exchange offer as their third choice of sales promotional tool. 
IV)
Implications and Recommendations
The study reveals that the consumer's age factor has significant impact on the amount of purchase due to the sales promotion schemes during festival season of consumer durable products and other variables like gender and income has no considerable impact on the amount of purchase. As the age increases the influence of sales promotion on the amount of purchase also was increasing during festival This may be due to the discretionary income available during festivals for the salaried people in terms of bonus and festival allowances. For self-employed customers, manufacturers and retailers of the consumer durable segment are offering various sales promotion schemes during festivals, which give customers a better value for their money.
Across different demographic segments studied, the direct price discount is the most accepted sale promotion scheme in consumer durable segment during festival In summary, it appears that the sales promotion schemes have a positive influence among the customers. It is interesting for the retailers to know that most of the customers would wait till festivals for the purchase of a consumer durable product.
Considering the rapid growth in the use of sales promotion versus traditional advertising, more effective targeting of disparate demographic segments represents a logical next step. This study has limitations, too. This study is limited to the state of Kerala and to consumer durable retailing during festival seasons.
